Introduction
This chapter examines the penetration of management consulting firms into the growing market of Corporate Social Responsibility (CSR). CSR has come to represent one of the biggest business trends but also fiercest contested arenas of consulting activity. This trend is following the greater recognition of the social impact and responsibility corporations exercise towards people and the environment (Banerjee, 2001; Mackey et al., 2007) . Consultants enter into CSR in order to help clients address social and ethical challenges/dilemmas/concerns (Windell, 2009) . However, such entry creates new questions about the underlying methods and practices by which such market penetration happens. Exploring the social construction of CSR remains a useful metaphor for understanding the processes by which it is penetrating a targeted audience. This chapter argues that the social construction can be seen as an occurring process within three separate but also interrelated social domains. The first domain comprises the consultants' association with the existing public discourse on CSR. Its popularity and growing prominence is founded on the grand proposition that organizations remain socially responsible for their actions and their consequences (McWilliams and Siegel, 2001) . In this domain consultants seek to become supporters of CSR ideology by focusing attention on the negative implications for companies not adhering to a CSR philosophy. This is done by creating linguistic and graniloquent associations with the attributes of CSR (e.g., transparency, accountability, fairness) as opposed to traditional approaches to profit making. The second domain consists of the consultants' amplification 7
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Stephanos Avakian of CSR in their operational role as change-enablers. In this domain the consultants' interaction with clients becomes crucial for how CSR's economic benefits are being subjected to a communicative discourse where the perceived gains and losses become more tangible and measurable. CSR is translated from a concept into a practical solution that can assist the client's contribution to the well-being of its own shareholders but also the environment. Since consultants and clients are limited to detecting the implications of CSR, the use of argumentation remains significant for understanding the legitimization of the consultants' ideas. Hence, CSR's identity is embedded into a communicative discourse where tangible business decisions can foster or hinder an ethical corporate behaviour.
The third domain comprises the consultants' efforts to secure a corporate identity that can distinguish them from similar competitors. In this domain, both corporate size and scope of services are used as differentiating elements that can allow them to craft their CSR identity. In this domain consultants refer to a mixed expertise between people, methods and know-how that are firm-contingent and cannot be easily replicated by other firms. Consultants contribute to the expansion of CSR's identities by promoting comparability, which will allow them to be perceived as 'unique' compared to competitors.
CSR and its growing popularity
The emergence of CSR presents a highly dynamic business field of service activity (Waddock et al., 2002) . Corporations are seeking to identify necessary corporate structural changes in order to respond effectively to the swiftly changing social and ethical requirements (Fryzel, 2011; Vogel, 2005) . CSR's popularity is stemming from the growing realization that social accountability becomes paramount for attaining institutional legitimacy. It can influence the way consumers and stakeholders express support or criticism over corporate trading (O'Dwyer, 2006; Nourick, 2001) . A key feature behind CSR's popularity is the growing significance of compliance (Vogel, 2005; Windell, 2006) . In the past, demonstrating compliance to societal and environmental norms was subjected to the corporations' individual choices (Zadek, 2004 ) but this trend is now swiftly changing (Crane and Matten, 2007) . In most developed Western economies corporations are expected to demonstrate a greater level of transparency for the way decision making and reporting are carried out (Arendt and Brettel, 2010; Basu and Palazzo, 2008) . The rise of social media plays an important role for exposing
